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摘要 
商业综合体是伴随着中国城市化进程不断发展的。它整合了购物、休闲、餐饮、娱
乐等多种业态，满足消费者多样化的需求。同时，其开放、融合的特征也让它成为重要
的城市公共活动空间。当前人们的消费模式正在逐渐转向体验式消费模式，新的商业综
合体设计却还是依照传统的以建筑学为中心、单一性的设计方法，缺少与消费者之间的
关联。这样的建筑形式会带来一系列的问题，如商业空间缺乏活力、商业环境衰退、功
能效率低下等。 
本文从消费者体验的角度出发，以厦门 SM 新生活广场（简称 SM 广场①）为研究
对象，在相关理论研究的基础上对 SM 广场展开实地调研。基于量化的数据分析对其进
行研究，发现并总结 SM 广场存在的问题，提出优化策略。希望通过这次研究对商业综
合体空间的设计研究做出一定的贡献。 
本文分为三个部分： 
第一部分：引出研究课题 
第一章介绍商业综合体空间研究的背景、内容和意义，确定研究方法与框架，阐述
相关文献综述对课题的参考价值。 
第二部分：实地调研、分析，提出问题并分析问题 
第二章从建筑角度梳理商业空间的演变规律及发展趋势，并对商业综合体空间分析
研究，总结商业空间环境对人的行为模式的影响。第三章采取消费者满意度综合评价和
行为方式分析的方法对 SM 广场空间进行研究，并总结和分析问题。 
第三部分：解决问题，归纳总结优化策略 
第四章总结 SM广场空间在各个层面存在的问题，借鉴国内外成功商业综合体案例，
总结优化策略。 
 
关键词：消费者体验；商业综合体；厦门 SM 新生活广场；空间研究 
                                                             
① 为使本文在表达上更简洁，文中提到的 SM 广场一律指厦门 SM 新生活广场 
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Abstract 
Commercial complex is accompanied by the continuous development of China's 
urbanization process. It integrates shopping, leisure, catering, entertainment and other formats, 
to meet the diverse needs of consumers. At the same time, the characteristics of its openness 
and integration make it become an important public space in the city. The current people's 
consumption patterns is gradually turning experiential consumption patterns, while the new 
commercial complex design is still in accordance with traditional architecture as the center, 
the design method of single, lack of association between consumers. This building will bring 
a series of problems, such as lack of vitality of the commercial space, the decline of the 
business environment and function efficiency low inferior. 
This paper is from the perspective of the consumer experience, taking the Xiamen SM 
New Life Square (SM Square
①
) as the research object. This paper makes a field investigation 
on the SM Square on the basis of the relevant theoretical research. Based on the quantitative 
data analysis, I find and summarize the problems in SM Square, and put forward the 
optimization strategy. I hope that this study on the SM Square could make a certain 
contribution to the design of commercial complex space . 
The paper is divided into three parts. 
The first part: the research topic 
The first chapter introduces the background, content and significance of the research of 
the commercial complex space, and determines the research method and the framework. 
The second part: on the spot investigation, analysis, put forward the problems and 
analyze the problems. 
In the second chapter, the evolution law and development trend of the commercial space 
are analyzed from the angle of architecture, and the spatial analysis of the commercial 
complex is studied, and the influence of the environment on human behavior is summarized. 
In the third chapter, the methods of comprehensive evaluation of consumer satisfaction and 
behavior analysis are adopted to study the SM square space, and summarize and analyze the 
problems. 
                                                             
① In order to make this paper more concise, the article mentioned in the SM square all refers to Xiamen SM new life square 
厦
门
大
学
博
硕
士
论
文
摘
要
库
Abstract 
III 
 
The third part: solve the problem, sum up the optimization strategy. 
The fourth chapter summarizes the problems existing in the SM square space at all levels, 
and draws lessons from the successful cases of commercial complex at home and abroad, and 
summarizes the optimization strategy. 
Keywords: Consumer Experience; Commercial Complex; Xiamen SM New Life Square; 
Space Research
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